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COURSE DESCRIPTION
This course presents an overview of the nature and scope of the marketing function and the environment affecting marketing managers. Topics covered include: The marketing environment, social responsibility and marketing ethics, consumer buying behaviour, market segmentation, and marketing mix strategies.

COURSE LEARNING OBJECTIVES
In pursuing this course, students will be exposed to the main marketing activities and functions, including , the basic marketing concepts, the relationships of the marketing functions top other business functions and how consumers make their buying decisions in different situations

At the end of the course they would be able to:

1. Explain key marketing concepts and terminology.

2. Recognize the relationships of the marketing functions to other business functions.

3. Identify the role of marketing strategies and programs in achieving organizational objectives – including ethical considerations.

4. Evaluate how marketing concepts and principles are used in daily business operations. 

5. Explain and discuss how consumers make their buying decisions under various conditions – both locally and internationally
6. Analyse a real organisation marketing activities 
METHODS OF COURSE DELIVERY
A number of teaching methods will be used to achieve the above learning outcomes. These include lectures, interactive class discussions, problem- solving exercises, group project, and exams. The details of the group project will be explained in the class. Students are encouraged to use the World Wide Web (Internet) in their data collection to prepare their assignments. However, this source can not be considered as a substitute for students’ own written words and ideas. Moreover, student participation is strongly encouraged. Prior preparation will therefore be necessary.

Guest Speakers: Efforts will be made in this course to invite knowledgeable and/or experienced people to share with the students their business knowledge and marketing know-how. This will take place towards the end of the semester.

Field Visit: In order to acquaint students with every day marketing functions being performed by a variety of business firms, the intention of the instructor is to arrange a field visit for all students enrolled in this course (e.g. major shopping Malls). 

LEARNING  RESOURCES
Main textbook: Kotler and Armstrong (2014), principles of Marketing, 15th edn, Pearson publication. New York, (ISBN 13:978-0-13-700669-4
Additional Resources:
Perreault, Cannon, and McCarthy (2009), Basic marketing: A marketing strategy planning approach, 17th edition, McGraw Hill publisher

Jobber and Fahy (2009), foundations of marketing, third edition, McGraw Hill publisher

Home Centre UAE [a major UAE Homeware and Furniture Retailer]

http://www.homecentre.net/index_en.php
IndexUAE - http://www.indexuae.com/Top/Shopping/Malls/2 

ASSESSMENTS
Each student’s performance will be assessed on the basis of the following grading scheme:
	Assessment activity
	Percent of Final Mark

	1. Midterm Exam  
	25%

	2. Group Project*
  Or 
Group presentation
	20%


	3. Two Quizzes 
	10%

	4. class discussion and attendance
	5%

	3. Comprehensive Final Exam   
	40%

	Total 

	100%



*Note that this would involve a comprehensive analysis of the marketing practices of a UAE firm [to be decided in week 2].

Course Assessments Details 

· Midterm Exam: This exam will consist of variety questions, from multiple choice to short essays, and application-oriented questions. 
· Student Group Project: This involves a comprehensive analysis of the marketing practices of a UAE firm. It would also be linked to a case analysis of a similar firm in another part of the world – most likely the USA (as most case studies in the textbook focus on that particular market). The details of the group project will be explained in the class and they also provided at the end of your course outline. Students are encouraged to use online resources in their data collection to prepare their assignments. However, this source can not be considered as a substitute for students’ own written words and ideas. Deadlines for student group projects are usually set to about two weeks prior to the final exams. 
· End of term Final Exam: The final exam, however, will be comprehensive, with relatively greater emphasis on materials covered after the second midterm exam. 
Final Letter Grades will be based on the following percentage scale:

A
90 % - 100 %


 

B+
85 % - 89 %





B
80 % - 84 %





C+
75 % - 79 %





C
70 % - 74 %
D+
65 % - 69 %
D
60 % - 64 % 
F
Below 60%
 MATRIX OF LEARNING OBJECTIVES, METHOD OF ASSESSMENT & 

PROGRAM LEARNING OUTCOMES

	Course Learning Outcomes

Students who successfully complete this course will be able to:
	Methods of Assessment
	Relationship to Program  Outcomes

	1. Explain key marketing concepts and terminology.


	Mid-Term Exam 
Final exam

presentation
	1.1

	2. Recognize the relationships of the marketing functions to other business functions.
	Mid-Term Exam 
Final Exam

presentation
	1.1

	3. Identify the role of marketing strategies and programs in achieving organizational objectives – including ethical considerations.


	Mid-Term Exam 
Group Project

Final Exam
	3.1

	4. Evaluate how marketing concepts and principles are used in daily business operations.


	Group Project
	1.2

	5. Explain and discuss how consumers make their buying decisions under various conditions – both locally and internationally


	Mid-Term Exam 2

Final Exam

Group Project
	3.3, 4.1

	6. Analyse a real organisation marketing activities 


	Group Project
	1.2


5. EXAMINATIONS

In this course, there will be one midterm exam and a comprehensive final exam. These exams will consist of variety questions, from multiple choice to short essays, and application-oriented questions. The final exam, however, will be comprehensive, with relatively greater emphasis on materials covered after the midterm exam. Deadlines for student group projects are usually set to about two weeks prior to the final exams. It must be noted here that no excuse other than a justifiable valid (documented) excuse will be accepted for missing exams. 
8. BLACKBOARD RESOURCES
Students are strongly advised to access course materials posted on Blackboard for their learning (i.e. Course outline, PowerPoint slides, Resources for term paper, etc.) Progressive course grades will also be made available on University Intranet for students to view.

9. IMPORTANT RULES:
Class Attendance:
Students must attend classes regularly. Attendance, commitment and discipline are major elements in class participation, and highly valued. Coming to class late or leaving early (without genuine excuse) is not an acceptable behaviour. The University policy regarding class attendance will be enforced in this regard (see Student Handbook). Moreover, all absence, whether with or without an excuse, are calculated as part of allowable absences (20% of total attendance). 

Written Coursework and Exam Papers:  
Students must complete all assessments in order to pass the course. All course-wok submissions will be marked and returned to you, with your lecturer’s feedback based on the criteria for each assessment. You are reminded that it is your responsibility to keep a copy of all your submitted assignments. This included all marked assignments returned to you as well as the marked exam paper. You will be required to produce these in order to review your marks or grade, if required.
Assignment submission and marking rules

Submission format of Assignments: All assignments are to be submitted either in hardcopy or electronically through blackboard. Your lecturer will give you further advice/instructions on these options.  A copy of the Standard (College/Course) Assignment Attachment Sheet must be completed and attached with each assignment submitted. This sheet will be made available to you either online or in printed format.  For hardcopy submissions: A printed copy of the sheet must be attached to the submission form. 

Return of marked assignments and requests for reviews: Assignments must be submitted on time. Unjustified late submissions will attract penalties. Your assignment will be marked, commented upon and despatched back to you within a reasonable time. Please note that before results are returned to you, your lecturer will have applied methods to ensure that the standards by which your work has been assessed are the same for all students enrolled in the course. This information will be provided to you in class, at the start of the course.

Special consideration: If you consider that your assessment was or is likely to be adversely affected by serious and exceptional circumstances beyond your control, you may apply for special consideration. Grounds can be medical, compassionate or hardship/trauma. If you are encountering problems that prevent you from submitting your assignments on time, you should let your lecturer know or write a letter to the relevant authority of the College. Applications for special consideration must be made no later than three days after the due date of the assessment task. They are referred to the relevant course chair or nominee for determination and the outcome is notified within 10 working days of the application or before publication of final results for the course.

Proper Referencing and Plagiarism: All submitted assignments are expected to be properly referenced. Plagiarised assignments will be penalised. Plagiarism is the copying of another person’s ideas or expressions without appropriate acknowledgment and presenting these ideas or forms of expression as your own. Plagiarism includes copying any material from books, journals study notes or tapes, the web, the work of other students, or any other source without indicating this by quotation marks or by indentation, italics or spacing and without acknowledging that source by footnote or citation. Plagiarism also includes the use of the work of other students as your own without acknowledgment. The College and University regard plagiarism as an extremely serious academic offence and will impose penalties.

10. COURSE PLANNER (WEEKLY SCHEDULE)
	Session
	         Session Topics                        
	    Text

	1 
	Marketing, creating and capturing value


	Ch 1

	1
	Company and Marketing strategy
	Ch 2

	2
	Analyzing the marketing environment
	Ch 3

	2
	Consumer market and consumer buyer behaviour
	Ch 5

	3
	Customer driven marketing strategy 
	Ch 7

	Mid term exam coverage ch1, 2, 3,5, and 7

	3
	Product, services and brands
	Ch 8

	4
	Pricing: understanding and capturing customer value
	Ch 10



	5
	Marketing channels: delivering customer value
	Ch 12



	6
	Integrated marketing communication 
	Ch 14



	15
	Final Exam 
	Exam coverage  All chapters, with emphasis on Ch 8,10,12, and 14


APPENDIX 1 – HARVARD STYLE OF REFERENCING
Why do you need to reference?
At University it is necessary to acknowledge the sources of information and ideas that you have incorporated in your assignments.  Failure to do this thoroughly may result in accusations of plagiarism: this is the academic equivalent of stealing (because by not acknowledging someone else’s work, you are parading it as your own).  PLAGIARISM is taken very seriously by the University and may result in expulsion from the University.

 

Referencing is not only about acknowledging other people’s work: accurate referencing and lists of references are beneficial when researching a topic as they allow the reader to follow up information and read further into the area.  In a sense, references provide readers with clues to help them explore different avenues of a topic.  This aspect of referencing will become more valuable to you as you progress in your studies.

 

There is a correct procedure that must be followed when referencing and using footnotes.  Not complying with these set techniques and format will most likely result in loss of marks. With citation there is no one commonly accepted form BUT you must be consistent within the same essay or document. When writing an essay it is easiest to reference as you go, making sure you are writing down all relevant information.  This will save hours trying to find the source again in the library.

 

The Harvard System
The Harvard System makes use of short references within the body of the text.  It is supplemented by a detailed list of references at the end of the text which provides all the information necessary to find the source material.  In-text references include the author and year of publication, and where necessary the page number(s).  For example:

Owners of a firm are regarded as external parties (Martin 1988, p.7)

 

You will see variations on how the information in brackets is presented.  For example, the ‘p.’ for page is often omitted, and preceded by a colon, that is: (Martin 1988: 7).  The first example follows the guidelines set out in the Style Manual for Authors, Editors and Printers, 5th Ed., 1995, p.149.  The important thing to remember is to be consistent in your punctuation format, and to check with your lecturer as to his or her preference.

 

The brief in-text references must be supplemented by a detailed list of references at the end of your assignment.  Sources are listed alphabetically by the surname of the author.  The format is as follows:

Martin, C. 1988, An Introduction to Accounting, McGraw-Hill, Sydney. 2nd Edition.

 

The above format follows that specified by the 1995 edition of the Style Manual.  Expect to find variations in the placing of commas, brackets around the year of publication, and order of place of publication and the publisher’s name.  Regardless of these minor differences in format, the minimum information for each reference entry is:

· the name of the author(s), (Martin C.)

· year of publication, (1988)

· edition of the book if it is a reprint, (2nd Ed.)

· title of the book in italics, (An Introduction to Accounting) - In the case of hand written assignments, underline the title.

· publisher’s name and place of publication, (McGraw-Hill, Sydney)

 

For journal entries the format is as follows:

 

Madichie, N.  (2009) ‘Management Implications of Foreign Players in the English Premiership League Football.’ Management Decision, Vol. 47, No. 1, pp. 24-50.
 

For journal entries the minimum information is:

· the author’s name, (Madichie, N.,)
· the year of publication, (2009)
· the title of the publication enclosed within single quotation marks, (‘Management Implications of Foreign Players in the English Premiership League Football’)
· the title of the journal in italics, (Management Decision)
· the volume number or month or publication, (Vol. 47, No. 1)
· the page numbers of the article, (pp.24-50)
 

How do you quote someone?
The material you cite in your assignment might be a paraphrase from someone else’s work, or a direct quote.  In the case of direct quotation there are a number of conventions you need to observe.  Firstly, the words of the original should be copied exactly, and placed within double inverted commas.  For example:

 

Thus, if this statement is to be included in the annual reports it will “The phenomenon of labour migration is a salient feature of modern sports that has been investigated by scholars for over a decade – covering a wide range of sports” (Madichie, 2009, p. 26).
 

The second convention to observe is the placing of square brackets around words that are not in the original quote but are necessary to the sentence to aid clarity.  For example, in the above example from a student’s essay, the reader won’t know what this statement refers to.  An informative quote from the student assignment would therefore be:

“Strategy [as recently reported in the management literature] is a borrowed term from the military – derived originally from the Greek term strategia, meaning the art of war. Within its original context, it was simply understood as a military means to achieving political ends” (Madichie, 2009, p. 38).
 

The other two conventions related to quoting which are necessary to observe are (i) the use of ellipsis marks (...) to show that some part of the quote has been omitted, and (ii) indentation of quotes that are longer than three lines.  As longer quotes are offset from the main text and indented, it is not necessary to place them in quotation marks.  Indented quotations are often written in a smaller point.  For example:

 

Quoting Parnell (2006, p. 1139), Madichie (2009, p. 39) clearly pointed out that:

Much of our understanding of competitive strategy can be traced to Porter’s. . . seminal low-cost-differentiation-focus framework. His work has received considerable – although not universal – support in the literature and marked a key transition in the field by beginning to integrate organization-specific factors into a model of firm performance dominated by the industrial organization perspective. 
Class projects details 

Dear students 

As a part of your evaluation, you are required to do a project related to the main concepts that we covered at the class. You have two options; you should choose only one of them to do. Those options are 
Option 1
Marketing Audit
This project worth 20 marks

(Written report only, no presentation is required)

Submission due date 20-DEC-2014
This could be an individual or group project. The marketing audit is a report of the current marketing strategies in place in an organization, as well as the relevant variables influencing those decisions. This assignment seeks to develop marketing knowledge through a combination of classroom learning while also witnessing the application of the course content in an actual organization. 

The report should contains

I. Organization name and address 

II. Type of organization and company background 

III. Product or service to be examined and history of product or service 

IV. The External Marketing Environment 

a. Social Factors 

b. Demographic Factors 

c. Economic Factors 

d. Technological Factors 

e. Political and Legal Factors 

f. Competitive Factors 

I. Market segmentation, Targeting, and Positioning Strategies 

a. Describe target market for product/service 

b. Bases for segmenting consumer markets 

c. Strategy for selecting target market(s) 

d. Positioning strategy 
II. Product Strategy 

a. Describe Total Product 

b. Describe Product strategy and concept 

c. Type of Consumer Product 

d. Evaluate brand name 

e. Stage of product life cycle and why 

III. Pricing Strategy 

a. Describe pricing of product or service 

b. Strategies used for pricing of product or service 

IV. Promotion Strategy 

a. Advertising 

1. Which media are used for advertising? 

b. Sales Promotions 

1. Which trade sales promotions are used? 

2. Which consumer sales promotions are used? 

c. Publicity and Public Relations 

Which tools are used with your product or service? 

d. Personal Selling 

How is personal selling used for your product or service? 
V. Distribution Strategy 

a. What is the channel of distribution for your product or service? 

b. What is the intensity of distribution? 

VI. Concluding Comments 

What did you learn from conducting this audit on your chosen product and company

Option 2
Case analysis project

(Written report and oral presentation are required)

(20 marks)
The case analysis project will be a team or individual effort. Cases as well as the due date will be assigned to the different groups by me over the period of the academic term. There are two components to this project. The first component is to analyze the case thoroughly based on the questions that will be provided to help you. You will prepare a typewritten report according to the below format. The written report part is worth 10 marks. The second component of the project is an oral presentation ( see the assessment criteria of your presentation skills bellow). Each team must prepare a presentation on the assigned project case or a given topic. The presentation will be made during class time and you will be allocated time accordingly. It should be no longer than fifteen (15) minutes including question time and every member of the group must participate in the presentation. The presentation case is worth 10 marks
The case written report

Synopsis:  Each note begins with a brief summary of the case situation and the nature of the issue(s) faced by the company. (2 marks)

Study Questions: The questions can be used explicitly in the assignments as a guide for structuring the discussion.

Analysis: The analysis of each case is typically centered on the study questions. (6 marks) 

Closing Comments: a brief commentary on one or more important issues raised by the case.  These can be used as the basis for an end-of-case (2 marks)
Assessing Oral Presentations

1- Audibility

Can you hear clearly throughout?

2- Pace

Is the pace of the speech, or flow of

ideas, too fast or too slow?

3- Fluency

Is the speech pattern fluent,

indicating familiarity with the

material and rehearsal of delivery?

4- Tone and Energy

Is there sufficient variation in tone?

Does the presenter seem

enthusiastic?

5- Eye Contact

Is the presenter making eye contact

across the audience and avoiding

becoming note-bound?

6- Body Language and Gesture

Is the presenter’s posture upright

and confident? Does their

movement and gesture enhance,

not distract from, what they are

saying?

7- Appropriateness to the Audience

Is the content and approach

relevant, interesting and engaging?

8- Structure and Cohesion

Was the structure clearly outlined?

Is the order logical and easy to

follow? Is it signposted throughout?

Is the balance of various elements

effective? Is timing accurate?

9- Use of Visual Aids

Is there a suitable amount? Are

they easy to read? Do they

effectively support the oral

delivery? Does the presenter use

them competently
Hope you enjoy the course
Best Wishes
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